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Why Is This Important

Com petition for attention Com petition for attention 

Lim ited funds for public educationLim ited funds for public education



Introduction - Key Points

1.1. Don’t talk about HHWDon’t talk about HHW

2.2. Don’t talk to yourselfDon’t talk to yourself

3.3. Hit them  when they are lookingHit them  when they are looking

4.4. Don’t forget the tape m easureDon’t forget the tape m easure



1. Don’t Talk About HHW



It’s About the Pollution:

Think: Think: 

Pollution PreventionPollution Prevention

not W aste Collectionnot W aste Collection



Be Specific: Target your 
Pollutants
••W hich pollutants are the biggest W hich pollutants are the biggest 
problem s?problem s?

••W hat are the priority pollutantsW hat are the priority pollutants

••How pervasive are they region How pervasive are they region 
widewide



Pollutants:  How to Target

How effective can Public Education be?How effective can Public Education be?

••How active or passive is the pollutionHow active or passive is the pollution

••A re the solutions behavioral or A re the solutions behavioral or 
structural structural 



Activities: Pollution Sources

Identify the activities causing the Identify the activities causing the 
pollutionpollution

Determ ine/estim ate im pact of each Determ ine/estim ate im pact of each 
activityactivity

Determ ine how effective outreach Determ ine how effective outreach 
would be in addressing the activitywould be in addressing the activity



Example

Exam ined water quality data by Exam ined water quality data by 
watershedwatershed

Developed “pollutant Developed “pollutant –– source” m atrixsource” m atrix

U nderstand the costs that specific waste U nderstand the costs that specific waste 
stream s havestream s have

Prioritized pollutants/activities to targetPrioritized pollutants/activities to target



Target 
Geographically

GIS data of litter GIS data of litter 
in LAin LA



GIS data of GIS data of 
pesticide use in LApesticide use in LA

Target 
Geographically



2. Don’t Talk To Yourself





Who Is Your Audience

U nderstand the dem ographics U nderstand the dem ographics 

U nderstand the psychographicsU nderstand the psychographics

Determ ine their m otivatorsDeterm ine their m otivators

Segm ent your audience by activitySegm ent your audience by activity



LA’s Segmentation

Six Segm ents (based on attitudes and Six Segm ents (based on attitudes and 
behaviors)behaviors)

••N eat N eighborsN eat N eighbors

••FixFix--it Foulit Foul--upsups

••Rubbish RebelsRubbish Rebels

••Concerned N oncontributorsConcerned N oncontributors

••Prove It To M e PollutersProve It To M e Polluters

••Preoccupied PollutersPreoccupied Polluters



Activity/Audience Segmentation

Pollution-Causing 
Activities 

Contributing 
Pollutants 

“Neat 
Neighbors”

“Fix-It  
Foul-Ups”

“Rubbish 
Rebels” 

Spray the garden or lawn 
with pesticide 

Pesticides 39% 43% 7% 

Use too much manure or 
fertilizer 

Nutrients 67% 25% 8% 

Walk a dog without 
picking up the droppings 

Pathogens 41% 19% 22% 

*Change oil and do not 
recycle it (per year) 

Oil, grease, PAH 36% 24% 28% 

Drop litter on the ground 
or out a car window 

Trash 23% 2% 68% 

 



How to Identify Your Audience

O btain m arketing survey dataO btain m arketing survey data

Conduct intercept interviewsConduct intercept interviews

O btain dem ographics from  the webO btain dem ographics from  the web







How to Identify Your Audience

O btain m arketing survey dataO btain m arketing survey data

Conduct intercept interviewsConduct intercept interviews

O btain dem ographics from  the webO btain dem ographics from  the web

Conduct focus groupsConduct focus groups

Conduct one on one interviewsConduct one on one interviews



Defining the LA Car DIY’er

A nalyzed two existing surveys from  Los A nalyzed two existing surveys from  Los 
A ngeles CountyA ngeles County

A nalyzed one existing survey from  the A nalyzed one existing survey from  the 
State of CaliforniaState of California

O btained dem ographic data from  the web O btained dem ographic data from  the web 
and other sourcesand other sources

Conducted intercept interviews at Conducted intercept interviews at 
Com m unity Events and Car ShowsCom m unity Events and Car Shows



Car DIY’ers in LA 

Two Distinct A udiencesTwo Distinct A udiences::

1.“Gen X’er” Guys (Rubbish Rebels)1.“Gen X’er” Guys (Rubbish Rebels)

M ales: 18 to 35M ales: 18 to 35

N ot interested in the Environm entN ot interested in the Environm ent

M otivators: Im age, peer pressureM otivators: Im age, peer pressure



Car DIY’ers in LA

Two Distinct A udiencesTwo Distinct A udiences::

2. M iddle2. M iddle--A ged M en, Im m igrants A ged M en, Im m igrants 
(Fix(Fix--it Foulit Foul--ups, N eat N eighbor)ups, N eat N eighbor)

M ales: 35 to 50M ales: 35 to 50

High Proportion Spanish SpeakingHigh Proportion Spanish Speaking

M otivators: Children and Fam ilyM otivators: Children and Fam ily







3. Hit Them When They 
Are Looking







Reaching Your Audience

1.1. Tim ingTim ing

2.2. Placem entPlacem ent

3.3. DeliveryDelivery



Reaching Your Audience

1. Tim ing:1. Tim ing:

•• How close in tim e does the How close in tim e does the 
m essage com e to when they m essage com e to when they 
think/engage in the activitythink/engage in the activity



Reaching Your Audience

2. Placem ent:2. Placem ent:

••How well targeted How well targeted 
is the m essage in is the m essage in 
relation to the relation to the 
audience and audience and 
activityactivity



Reaching Your Audience

3. Delivery:3. Delivery:

••How well does the How well does the 
m essage catch the m essage catch the 
attention/m otivate the attention/m otivate the 
audienceaudience



Outreach To Car DIY’ers

Radio traffic sponsorshipsRadio traffic sponsorships

Radio sponsorship of sporting eventsRadio sponsorship of sporting events



Outreach To Car DIY’ers

Partnership with Car ClubsPartnership with Car Clubs

Car Show EventsCar Show Events



Outreach To Car DIY’ers
Partnership with A uto Parts StoresPartnership with A uto Parts Stores



Outreach To Car DIY’ers

O utreach at Swap O utreach at Swap 
M eets M eets 



Outreach To Yard DIY’ers 

Point of Purchase Point of Purchase 
A dvertising A dvertising 

••Hom e Hom e 
Im provem ent Im provem ent 
StoresStores

••Garden CentersGarden Centers

••N urseriesN urseries



Outreach To Yard DIY’ers
Em ployee training at hom e Em ployee training at hom e 
im provem ent storesim provem ent stores

Radio sponsorship of weekend Radio sponsorship of weekend 
gardening showgardening show



4. Don’t Forget the Tape 
Measure





Measuring the Results

Develop quantitative m easuresDevelop quantitative m easures

Establish a baselineEstablish a baseline

Build in qualitative feedback pointsBuild in qualitative feedback points

M easure the results M easure the results 

A nalyze against the baselineA nalyze against the baseline

A djust strategyA djust strategy



Measurement Tool Used
Phone SurveyPhone Survey

Calls to HotlineCalls to Hotline

Visitors to W ebsiteVisitors to W ebsite

Q uantity of Specific W aste CollectedQ uantity of Specific W aste Collected

Intercept InterviewsIntercept Interviews

Response cards/com m itm ent lettersResponse cards/com m itm ent letters



Adjustments

W ere proposed changes im plem ented? W ere proposed changes im plem ented? 

Did your m essage reach your target Did your m essage reach your target 
audience? audience? 

Did your audience understand the Did your audience understand the 
m essage?m essage?

Do barriers still exist preventing change?Do barriers still exist preventing change?
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